Abstract
The aim of the paper is to study consumers' acceptability for a lamb meat from a 16 local autochthonous breed. An intention to purchase model was developed based on the 17 Theory of Planned Behavior (TPB) and estimated using data from a survey conducted in 18 Spain. Results indicated that consumers were willing to buy this lamb meat because 86% of 19 respondents said that they probably/definitely would buy it, although only 23% would if the 20 meat is not available in their usual meat store. Then, the lack of availability in the market is 21 an aspect limiting its consumption. The most important factors explaining the intention to 28   29  30  31  32  33  34  35  36  37 This research is part of the project entitled "La diversificación de producciones como alternativa de 38 sosteniblidad de las explotaciones de raza Ojinegra de Teruel" (PET2007-06-C03-01) http://www.cita-39
aragon.es/index.php/mod.proyectos/mem.detalle/idproyecto.317/relcategoria.1073/chk.0be673c1efcd27ea2d0 40 ce47fa4784c83.htmlfunded by INIA (Spanish Government). 41 46 47 An increasing interest in indigenous animal genetic resources of the regions exists 48 worldwide because of the benefits they bring to sustainable economic development and 49 food security (FAO, 2007) . Although indigenous breeds generally offer lower production 50 yields, these breeds represent unique combinations of genetic resources and present a 51 higher ability to adapt to local conditions, including feed and water availability, climate 52 change and diseases (Hoffmann, 2010 (Hoffmann, , 2011 . 53 Many local breeds deliver a wide range of ecosystem services and products that 54 supports the livelihoods of their keepers as integral components of agricultural ecosystems, 55 economies and cultures. Those diverse products and services are not usually accounted for 56 but their value can exceed that of market products in many production systems (Hoffmann, 57 2011). Therefore, the production of food products together with the maintenance of the 58 agricultural biodiversity and the ecosystem services is one of the most important challenges 59 for the international community (Millennium Ecosystem Assessment, 2005). 60 As Hoffmann (2011) stated, animal biodiversity conservation by using 61 autochthonous breeds has to go hand in hand with the production of food products with 62 high added-value in order to improve the producers' standards of living and effectively 63 ensure the biodiversity conservation. However, in order for the production system based on 64 local autochthonous breeds to be successful, these high-value products must be accepted by 65 consumers and they must be willing to buy them and to pay a price that could exceed the 66 higher cost of producing this meat from the local autochthonous breed (Ottesen, 2006) . 67 Then, the aim of the paper is to study consumers' acceptance of lamb meat from an 68 autochthonous local breed. In particular, the consumers' intention to purchase lamb meat 69 from a local autochthonous breed (Ojinegra) from Teruel, a province in the northeast of 70 Spain (Aragón), is analyzed. In the region of Aragón, there are two local lamb promotion 71 breeds: "Rasa Aragonesa" and "Ojinegra from Teruel"
Introduction
1 . The first one is the most important 72 in terms of the number of animals (around 2 million heads) while the second one only holds 73 around 29,000 heads but is more important in terms of rural development because it is bred 74 in a small and less favored area in the southern Aragon. (MAGRAMA, 2015) . It is worthwhile to mention that in the following years until 2014, the per capita consumption decreased at an average rate of 7% reaching a consumption of 4.14 kilos per capita in 2014. Moreover, the per capita expenditure also decreased at a similar rate in this period and accounted for 40€/per capita in 2014,. This decrease might be due to the economic crisis. 4 We did not include the feeder lamb category because it consists of animals weighting more than 13 kg, which represents only 12% of the slaughtered animals in Aragon and they are not consumed in the region.
Theoretical framework
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The Theory of Planned Behavior (TPB) by Ajzen (1985 Ajzen ( , 1991 (Bredahl et al., 1998 explaining the intention to purchase is the attitude towards the purchase followed by the 161 perceived behavioral control. However, the influence of the social norms on the intention to 162 purchase was found to be positive, negative or not significant, depending on the study. 163 On the other hand, most of these papers proposed extensions of the TPB model. bought, at least occasionally, lamb meat. In the case that the consumer never bought food 215 and did not consume, at least occasionally, lamb meat, the interviewer selected at random 216 another consumer belonging to the same age group, and asked the screening questions until 217 a participant matching both requirements was found. A total of 399 consumers were 218 interviewed, which, for an infinite population and assuming a confidence level of 95.5% 219 (k=2) and p=0.5, the sampling error accounts for ±5%. The intention to purchase lamb meat from the indigenous local breed (Ojinegra) was 249 measured asking respondents two questions: i) whether they intend to buy this lamb meat 250 (IP1) and ii) whether they intend to buy this lamb meat if it is not available in the store they 251 used to buy the lamb meat and they have to look for a store which sells this lamb meat 252 (IP2) on a scale from one (definitely no) and five (definitely yes) following Cook et al. Table 2 . 289 We can see that the average ratings for the attitudes towards lamb meat from the 290 indigenous local breed (Ojinegra) are all less than three except for "this meat has a higher 291 quality than the meat from other breeds." Following this, consumers also agreed more with 292 the fact that "this meat is more consistent because the animal claims on the top of the 293 mountains" and "it is safer" with an average rating of 2.9, respectively.
294
Before using this scale in further analysis, the reliability of the scale was tested 295 using the Cronbach alpha. The reliability of the scale was very high with a Cronbach alpha 296 of 0.9. Moreover, the correlations among the different attitudes towards these lamb meat 297 items were calculated obtaining a high and statistically significant correlation among them.
298 Therefore, we were not able to include all the attitudes' statements as independent variables 299 to explain the intention to purchase. Then, we conducted a factor analysis to reduce the 300 original information for the attitudes to fewer uncorrelated factors. Results showed that 301 only one factor must be extracted using the eigenvalue criteria which explained the 63% of 302 the original data variance. Before the factor analysis, we calculated the Kaiser-Meyer- 303 Olkin measure of sampling adequacy (KMO) to check whether it was appropriate to apply a 304 factor analysis for the data. The sampling adequacy was meritorious with a KMO of 0.82. Table 2 ). Finally, we measured the consumers' importance 312 attached to the breed when shopping for lamb meat in a scale from one (not important at 313 all) to five (very much important) (BREEDIMPORT) ( Table 2) . 314 315 316 6 We also used as an indicator of attitudes towards the lamb meat the sum of all the items divided by the number of the items as do Chen (2007) , and the results were similar. 
Model specification
Results and discussion
334
The model defined by [1] was estimated for the two intention to purchase questions 335 (IP1 and IP2) using as explanatory variables the ones defined in Table 1 and Table 2 with   336 the STATA 10.0 statistical software package. The estimated parameters for the two 337 equations are presented in Table 3 . We estimated the model with all explanatory variables 338 defined in Table 1 and Table 2 Table 4.   422   423   INSERT TABLE 4   424   425 Results in Table 4 show that the effects of the different factors on the intention to 426 purchase were higher in the general intention to purchase scenario (IP1) than in the 427 intention when this lamb meat was not available in the store they used scenario (IP2). 428 Moreover, the most important factors affecting both intentions to purchase were different. 429 While in the first intention to purchase scenario (IP1) the most important factor was the 430 attitude towards the purchase followed by the attitude towards the product and the 431 consumers' education level, in the second scenario (IP2) the most important factors were 432 the consumers' importance given to the animal breed, the social embeddedness and the 433 attitudes towards the product with similar magnitude effects. 434 As mentioned before, Table 4 (GOOD and PLEASANT) increased the probability to purchase this meat in both scenarios 447 but the increase was higher in the first scenario. In addition, consumers more socially 448 embedded with the local community were more likely to purchase lamb meat from the 449 indigenous local breed under both scenarios, although the magnitude of the effect was 450 higher in the second scenario, being one of the most important factors. 451 However, the impact of the perceived behavioral control, measured as the ability to 452 purchase, was statistically significant only in the intention to purchase this lamb meat when 453 it was not available in the store they used together with the importance consumers attached 454 when shopping for the breed of the animal. In particular, consumers were less likely to 455 purchase this lamb meat if they highly perceived that their ability to purchase this meat was 456 low. Moreover, consumers who attached more importance to the breed of the animal when 457 shopping for lamb meat were more likely to purchase the lamb meat from the indigenous 458 breed (Ojinegra). This is the most important factor affecting this intention (IP2). Then, we 459 can conclude that the perceived ability to purchase the product affects the intention to 460 purchase only when its availability in the market is rather limited. Average Household Net Income Households with net income lower than 1,500 €/month Households with net income between 1,500 and 2,500 €/month Households with net income between 2,500 and 3,500 €/month Households with net income more than 3,500 €/month LINCOME (dummy:1 if income less than 1,500 €) 
